o | ) S, -,
v, . 7 A ¢ . -
.t DOCUMENT RESUME

ED 257 090" . : _ ' Cs 208 921 __
AUTHOR - = De Riemer, Cynthia; Ba.ter, Richard L.

- TITLE - A Trend Study of Advertising Content Uked by Bank$

o ' - Before, During and After a Banking Collapse. '
PUB DATE . Mar 8% . . .
NOTE y 29p.; Paper presented at the Annual Meeting of the

D Association for Education -in Journalism and Mass
Communication (68th, Memphis, TN, August 3-6,

» ' s * ]‘985 ) l * Y LEEN
- "PUB TYPE Reports - Research/Technical (143) -- : 4
: » ., Spseches/Conference Papers (150) -
¢y - EDRS PRICE LFOI/?COZ Plus Postage. . ' '
, DESCRIPTORS . + *Advertising; *Banking; *Content Analysis; Economic

. Factors; *Journalism; *Newspapers; Organizational
Communication; Preblem Solving; Public Opinion;
' ' . *Public Relations.
‘IDENTIFIERS "News Sentinel {(Knoxville TN); Tennessee
‘ - (Knoxville) - ° LT e
ABSTRACT . : . \ . . '
o : T6 examine the content of newspaper advertisements,.
used by banks before, during,  and after a major bank collapse, issubs
. of the Knoxville (Tennessee) "News Sentinel" from 1982, 1983, and
. * 1984 were analyzed for bank sponsored’product andynosproduct
advertisements. These advertisements were studied for type, size, and
content relating to categories of nonproduct or institutional
' advertising. The data revealed that RKnoxville ‘banks’ responded to the
compinity banking crisis by increasing the number of ads during the
1982-83 crisis period 'but did not continue the increased activity in
1984, Moreover, product ads contained elements of nonproduct.cohtent,
_but the nonproduct ads did not increase markedly during any time
~ period.vwhen compared with industry-wide standards. The ads appeared
' ' to emphasize how ‘well the banking industry could serve the people of.
Knoxville, and did not address economic troubles. Strendth and growth
potential -did appear ‘in the ads but not in conjunction with any
banking problems the community may have been facing. The:
institutional ads contained traditional content,  such as mergers,
. growth history, diversifications, and so forth. (HOQ)

b

<

**************ﬂ******\**************************t**********************

* Reproductions supplied by EDRS are the best that can .be made *

* from the original document. *
************tﬁ********************’*************************t**********




[ 3 [
U.8. DEPARTMENT OF EDUCATION
. ) 3 NATIONAL INSTITUTE OF EDUCATION
A ' EDUCATIOKAL RESQURCES INFO"IMATION
. ) . CENTER&RIC)
> . . . . . ; This document has been reproduced as
recerved hom. the person or organization
onginating 1t

[

¢ reproduction qualty < ‘>
~

[ »

;- . . .

® Points of view or oginions Bt'amqm this docu
ment domot necessanty regresent otficdll NIE
position or policy

T

ED257090

.

/ i

{ . Minor changes have been mud‘a to improve

© A Trend Study of Adveitising Content Uséd

. e’

‘ "+ by Banks Before, During and After A G

’ LT '
. by\

Cynthia De Riemer

' Richard L. Baxter -

\

Bankiné Collapsé‘/

.

University of Tennessee

'March, 1985

O Mailing Address . L

O~ Cynthia De Riemer
0o ‘Department of Communication
University of Tennessee at Chattdnooga

Y Chattanooga, TN 37403 \

A

PERMISSION TGr REPRODUCE THIS
MATERIAL HAS BEEN GRANTED 8Y

Cynthia De Riemer

TO THE EDUCATIONAL RESOQURCES

INFORMATION CENTER (ERIC).”



ABSTRACT '

o . ~ . ’ ,

This study repo:'ts the results of- a.content analysis of newspaper
advertisements used bty banks before, during and after a maJor bank collapse.
Issuez of the Knoxville (TN) News Sentinel in 1982, 1983 and 1984 were
analyzed for bank sponsored product and non-product advertisements. The

advertisements were studied for type, size and content relating to ' . <
categories of non-product or institutional advertising. The,data-indicates . :
that Knoxville banks responded 40 the community banking crisis by increfs=- .

ing the number:‘ of ads «during tHe crisis period but did not céntinue’ the
increased activity in 1984. Moreover, product ads <¢déntained elements of(,
non-product ¢ontent, .but 4he number of non-product ads did not increase
markedly during any time period, when compgred with industry-wide standdrds.

*The ten categories of traditional non-product advertising. appeared in ‘
the ads studied but, ¢nly four categories--service capabilitieg,<economic

resources, physical resources and growth history--appeared with high frequency .
in all. ads, regardisss of whether the ads were coded as service or institutional
ads. Fpr the bank ads studied, this may indicate that traditiohal product ads’

may be utilizing.non-product content in selected topic areas. In a time of

bank crisis with possible: repercussionQ\\f mistrust from the community, the
Knoxville b-nks appeared to emphasize how well the banking,industry could o
serve the ,.ople of Knoxville. Ecoénomic troubles were not addréssed as bhe

low .irequency of éorporate emergencies categer§;:ttests. Streqqth apd growth
potential did appear in the ads,but not’ inrconJunction with gny ‘banking problems

che community may have been facing . - o .

\

.

. Institutioqal ads which were used by the banks contained traditional
content, particularly in the mergers and diver51fications, physicalpresources,

. growth. history, organization name.change and—corporate emergencies categories.

The freQuency of ingstitutional ad use did not differ markedly from survey
reports of overall non-product ad use in this service industry. Thus, re- v
gardless of the:banking crisis, the Knoxville banks did not apparently in-
crease institutional ad use 1n proportions dif‘f‘erent Prom other Mmerican
banking institutions

Pl '
\ . , . - . N \ )
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I " The barking industry in the United’ _States has been sutected recently

[

c - 'to a variety’of pressures not .experienced since-the'quat Depression. de=~_

Vo . . v e . _

. .regulation, increased competitfon for investor funds and"interstate bank-
‘ i &

« ing are just a few of\the ohanges that Ameri.a S oldest serv1ce industry

¢ .

has undergone in the last decade. Kleppner (1979, has noted that banks
' ' are indeed a "service" industry because feu, if any, consumer products are

offered by banks, Banking has traditionally relied heaVily on an intangible-

4

-publlc trust--to obtainsand keep customers.

4

Economic pressures have blaced, aﬁditional burdens on tne banking ] .

”

industry;anh the maintendrice of this public trust\ One such pressure is the

.

L]

. 8 ' increase in bank failures. A Wall Street Journal article (Stipp, 198&%
outlined the magnitude oﬁ\this problem. L .

EREE Such. ‘burdens have increased recently as, banks continue to cdllapge ’
at a rate unequaled since ‘the Depression. In the past 'three years, "
the FDIC's estimated losses of $2 4 billion from bank’'collapses are
more than four times 'the agency's total losses during the preceding -

‘ '47 years..More than 40 banks have failed so far this year, compared

Cow -+ + with 10 in 1980. The agency is currently liquidating more than 200 .
banks and controlling assets' approaching $5 billion. (p. 1) '
' \
A failing financiaI insﬁitution cannot be considered an isolated event,

-

especially within the boundaries {f a community op~qup a state as thé recent

(March, 1985), collapse of the Ohlo ‘savings and loans have illustrated. .Jlhe

W . N m
N \recurring image)is thaﬁgcf-the doming effect, .,

4 Economi.c gcessity and the bankingbindustry s drive for greater.
profits. and growth have led in recent years to a sharp jump épfwheeling
and dealing among banks in loan gales, participations and syrdication§.
The gentlemen's agreements often facilitated the deals. The trend has
_forged so many links between banks that the failure or troubles of one
bank nowadays often harm many chers, at a time when the' number of.
failed dnd problem b22z§ is snowballing.?.The domino effect is making
bank failures more ¢ y ayd difficult te contain. (p. 1, June 1,J)
1983). - : '

The WAll Street Journal devoted an entire section of itg, June.22, 1984

edition to the crisis in U.S. banking resulting from unpaid foreign loans.
« ) : P ,
The graphic illustration dominating the first page of the section was one
. . J -
\ of collapsing dominoes. RN . . ?

. -
s . 4
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Increa ingly, banks and other financial institutions are turning to
* » /

. maﬁketing an .advertising professionals iniorder to effectivelx,respond to

-

; T the'prqblems ard oﬁportunities af{orded by “the cuq;ent,fiscal'climate.)
' . . 4
- 4 . 9 . ,
‘ - Maresca (1983) .has observed' . '
' The marketing fever has hit these veherable segments of the By
‘ \service sector...Banks are convinced “that they must give more of . : Ceta
the sampe--more service--but of a different kind. So now the world .

of commercial banking is ih ‘the testing states of a‘'piwotal peviod .
4 in its busihess development...The point will be-obvious. What e
' marketing has ascertained is that banks are not in the monely s
y ybusiness. They are, as they always have been, in the service .«
"7 business. And it is the marketing of the service that is the - -
prbdueg they must focus on if théy are to grow‘and prosper. (p. 13).

Telling the service story during a period of financial uncertainty for
.. %an institution tﬁat primarily relies on an image of confidence, trust and | Vo
stability for maintaining cugtomers is/a/complex undertaking., One of the

advertising toold that service industries like banks may turn to more §

‘.

increasingly.is the use of non-product advertising. },‘ . . v,
T “. AltRough AT&T.was the first to use ron-product adveftising in a 1908 ’ 4
¢ N ' . '

N .
ad, widespread use of this advertising fofm did not begin until the miJL19703 "\

(Garbett, 1981, p. 39). As a newcomer to the advertisihg'field, non:product

’ [

" adver: iSing suffers from a lack.of clear definition. . Cutlip and Center

4

L4

v (1978) noted that, non-product ai:ertising has been c¥rfed such hames as

publid service advertising,dpubl ¢ relations adyertising, identity advere
- tising and advocacy advertfﬁing. These authors defined non-product adver-
0 .
o . L , . . )
tising as "Advertising 'a company's name and reputation through purchased
S R \ ‘ . K
dpace or time" (p 22)., " oy . 3
I" (% ’ . PO}
¢ Garbett (1981) observes that no product advertising "is one of ¢he .-

,\\

&

sloppiest.terms in the language of adyertiSing" (p. 3).

l

JIn fact, definition is a maJor hurdle for anyone workirig- ih

. the field because there is no agreed-upon term for this kind of -
Addvertising. This lack of definition affects the reliability of N
stetistics and cduses wide variations in surveys and reports. .o

(p. 3

-




»
{

.tnree objectives, of such advertising campaigns were:

7 - ¢ : [
.
L]

Garbett (1981) Prefers the term corporate advertising which he

defines as meeting one or more of the ‘fellowing qualifications'
1. ,To educate“ inform, or impnesi the public with regard to the
. company's policies, functi facilities, obJectives, 1deals .
; and standards' , s~ N
2. To .build favorable opinion the com by stressing the
* . competence” of the company's'managdgent, its scientific Know=how, " _
manufactuning skills, technological progréss, product improve-
ments, and contribution to social vancement and public welfare;
and, on the other hand, to offset unfavorab ppblicity and
negative attitudes; f . R

+

¢ Lo T e

3. To build up the investment ualities of the company s securities b
or to improve its financ1al structure; i

’
L

4. To sell-the company as a gdod place in which to work often in a
way designed to appeal to college—graduates or.to people with
\\ certain skills. 4{p: 13). o .

e

\ The 1ack of widely acceptexldefinitions of non-product advertising

alsg rengts in the lack ofxgonsensus on the goals of such advertisins.

Kleppner (T979) noted that the four primary punposes~of non-product advér- . '

_ tising were to dispel a misconception; to show what the company is doing .

for the future; to alert th® public to-a problem; and, to support not-for;

4
L]

profit, and public,interest causes. \' . IR .

Garbett (1982) identified the following possible goals for. non-product
[ J ] -"
. ~ K
advertisingj\ .boost sales, hold employees, recruit pnofessionals,‘increase "

price of stock and get people te understand you., Sachs (1981),surveyed
corporate advertisers who used non-product advertising and found the tdﬁ
s

. F

1. To impyove or maintain company reputation and good will;

2. To provide overall marketing suppogt for goods and/or seryices;

’

{

3: To enhanée the business interests or profltability of the
company. (p. 15). .. -

Sachs concluded that "Corporate'advert;sing differs from product advertisineb

only in the means employed, but not in the ends. Bothlpre meant to accome

pl¥sh marketing tasks" (p. 15). ) - ]

L 4
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’ of corporations who_ use non-product advertising have significantly’ increased

¢

Surveys ‘on, the use og non-prodUCt'advertising in American corporations

have been conducted in recertt; years.'_Sacns@(1981) surveyed‘adbertising ’

% ekecutiyes in the 500 largest nanufacturing companies.and;the'top_270 firms -
. 4 . ’ :

in the service industries. He found that 41 percenb\of tne consumer goods ,

. -
manufacturers, 66 percent of the-industrial goodsymanufactyrers, and 65 ~

percent of the Service industrigs used non-proddct advertising Garbett °°
(1982) fopnd that of the nation's 500 largest indugtrial companies, 244

used non-product adveriising 1n~1980 Dardenne (1983) found that corporate

. . “

efpendituréslfor non-product advertising dropped 4.5 percent from 1981.‘ ‘\*\

. 1evels representing the. fivst decrease in éxpenditures since 1976. This‘ S
| . j
researcher found that a shift in pre?erence foq,corporate advertising forms

had qpcurred--"Advocacy is waning and market preparation ig waxing" (p 33).
. Garbett (1982) identIfied reasons why corporate adVertisers may be

,re;uctaét %o usg non-product advertising. Major reasons centered on the

A .

desire £q'keep a lowprofile, the belief that the additional advertising .
& . R ‘e '
s o .
costs do not result in increased/sales and the notion“that non-product ad-

vertising has no tangible pay=off. Garbett points out that the stock prices

/ '

especially‘ln up markets. Garbet also notes that the tack of keeping a

»
\ -

Iow profile may be dawgerous, particularly in crisis periods.

~

rhe less filled out a company's image is, the more subject that -
image is to wild distortions. It is important to give people whose
. good opinion business depends on a complete view of a corporation
and its pgsitive role in society, not just through cofporate adver=-
tising but through all channels of corporate communications. (p. 104) , .

v/

“Secause non-product advertising\does not ceater on a specific consumer
producpfbut Qn other abstract or intangible aspeces of an organization, it
may be particularly useful to the banking indusg(z;‘JMoreover, public, and

p .

. . .
consequently, investor trust in a banking institution is'severely tested

‘

. - ’ ¢
during’a crisis situation. Garbett's suggestion (1982) that a consistent
C ' ) !
- -4 - ' )

. -} . . .
: . : . . .
.

\
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~use of well-planned non-product or corporate'admertislng may alleviate

Y

; . )
- the Knoxville bank failures episode, the following questions guided the

-

panic or rumor in crisis situations may be par. cularly applicable to -,

-
’ .

banks as economic changes continue to affect - LM$UStPY.

The opportunity to study the use of advertising before during &nd
after an actual banking cgisis became availavle in connection with the now
welfknown bank colkapse of the United America“ and C &.€C banks in Knoxville,
Tennessee, during 1983 . At the beginning of 1983, the Kncxv1lle community
had th? services of seven banks by year s end, two of these sbven banks |
" would have collapsed and two others have merged The ‘collapse of the

United Ame¥ican and C &' C banks were tlie third and ‘fourth largest bank

'failures in the United States since the Depression (Krakoviak May 28, 1983). -

The widely reported fin2ncial troubles of the Butcher banking family created

)
uncertainty regarding the’ financial stability of the Knoxville, and to,some

3

extent the Tennessee, banking community. Studying advertising, both product -

and pon-product, during a crisis siEuation may prove helpful'in.determininé
N - 4 U ’

howhthis tool may be useful in planning the oVeralL-communioations pnegrams'

- N el !
of the banking industry in these volatile economic times. ’ -

RESEARCH QUESTIONS J \

. ; .
Considering the circumstances surrounding bankihg institutions during
. . p ; .

\

% 1. Did the use of product and non-product adventisjng by‘Knoxville N

research: : K

¢
v

banks change significantly before, during and/or after the crisis period?
' i -\ ' . ‘e .
. 2. What categories of non-product advertising occurred most frequently

[y

and with what emphasis?
. 3, What marketing sttategies did the Knoxville b;;ts utilize during
the crisis period and how were these strategies translated into product and

A |
non-product advertisements?



. . ." . ) ..
~.S. ) 4, Did product or service-oriented advertisements used by Knoxville
bafiks concain an; elements of indtituticnal advertising? If so, which
'qategories and'with'what emphasis? ' ' _- ‘ AR

METHODS . - I .
A content analysis-of newspaper advertisenenté for banks in.tne Knox-
. ‘ ville metropolitan area wes conducted Newspapers were used for study be-
cause this medium appears to be the nmost widely used for noa-product ad-
‘vertising. Sachs (1981) found that "corporate advertising is print-
. oriented" witn 49 percent of his'survey respondents using newspapers as
an advertising venicle. Dardenne (1983) found tnat use of advertising in
such print media as Sunday newspaper supplements was up 44 percent from
her previous study. Banks have been heavy advertisers in daily newspapers,

according to a report in Market and Media Decisions (1980), due in parg to

g
their desire to reach mid-to-upper income pérsons'in the 45 and older age
o ' .. _ . ' N
range. o .
The unit'S? analysis was the individyal bank ads from the following
. ’ . p h
banks and their holding companies, if applicable: First Tennessee Bank,
! United American, C'4 C Bank, Valley Fidelity Bank, First American Bank,
. Bank of Kmoxville and Park National Bank. The ads were obtained from

\microfilmed issues of the Knoxville News Sentinel for three time periods.

Since this content analysis is a trend study of advertising used by the
(’above banks before, during and aTter the banking crisis period\ each issue
, 9
of the News Sentinel was examined for the fOf!OWlng time. periods.

January, 1982-June, 1982, Japuary, 1983-June, 1983, January, 1984-June, 1984, \

The News Se the only Knoxville newspaper which is published seven -

¢
days a weedla was chosgen for analysis for this reason.
. y _ ‘

For this study, non-product advertisingfis labeled institutional adver-

©

tising, Each advertise snt identified was analyied as.a whole for the
~ising y




" or service.. e , .

" point scale of DOMINANT, PASSING MENTION AND NOT PRESENT lor each of the

-
[}

following attributes: size (measuﬁed in column inches); péédominant type

of ad (product/service oriented; ingtitutional; Other); and content,
- . K N .

‘

Product or service ads are defined as focused ‘on a specific banking
« ;

Service or product such as loans, checking accdunts, savings accouhtg, : o "

IRAs, money market accounts, CDs, trusta;-cﬁedit.cardp.and/or investment

services, etc. Institutional ads are defined as ﬂocuqed.on the image,

attributes and identity of a bank and not'Eriméfilz on a banking product ‘.
f' .

Content categories for the ads were derived from Seitel's (1384)" ten
categories of non-product advertisements. (p. 256) | After pretesting,ra
fina; eleven ;ontent éipegorieé were identified and a coding form with
expanded cescriptors for)each category was,cgéated. A copy of the complete°
coding form can be obtaiqed from the first author.

All ads fbr thig st%dy, regardl;sg of wheﬁﬁer they we;e initially.
identified as product qr‘ihstitutional, were analyzed for égntent using
these. categor.s.. In ggdition, coders rated each category using‘a-threeu

<

ads. One of the questions thz researchers hoped to answer was whether

9, -

product ads actually contained elements of non-product advertising for C .

the banks studied. Zotti (1983) has suggested that ads which combine the
two elements may be the most effective., "What worked best of all were

'financial-plus=-corporate' ads Ehat combined a few pert{gfnt facts on pur-

*

formance with a reasonably convincing explanation of the company's plans"

(p. M11). " - : .

¢ A}

Coders each analy..ed one month's issue of the News-Sentinel for the

-

time periods specified. Undeﬁgraduate public relations majors were used . -

i
-{

as\coﬁérs. Training .sdssions ‘were conducted to explain coding procedures.

A randomly drawn sample of ten percent of the coding forms completed by

-7 - ! e

L 010
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tﬁe original, coders’ were Eepoded by a set of independent coders to test

intercoder reliapflit%.. psiné’ﬂolsti's (1969) method for testing inter=-

'coder reliigilféy, a .98 coefficient of reliability was found for deteg-
. ;mining'aﬂ/typé andta .78 coefficient was fqpnd in codipg the content

" categories.

’ Iﬁ.adaition, §espits of interviews with marketing direqtors-of banks
involved. in the Knokville crisis Were obtained to further illupinate how ,

. advertising was used, particularlf during 1983. I . .
RESULTS AND DISCUSSION | | )

' The content analysis of the Knoxjglle.News Sentinel for the issues

specified yielded a total of 479 ads for the banks studied. Of the 463

+ ’

aus coded-as service 'or instituticnal, 310 (66 percent) were Service ads
Q and 153 (33 pertent) were institutional. Table 1 shoqﬁ frequency, per=-
. centages and ratings of all ads by ten cEntenﬁfqategories. The eleventh

A .

content category dealing with use of the Federal ‘Insurance Statement is

1 B , .
not reported on Table 1. A total of 74 percent of the ads studied used
only the ¥DIC logo in ad content. Ningty. four percent of the ads studied

appeared in the firstﬁje pages of the" newspaper edition studied.

hd Y

L

\ . INSERT TABLE 1 ABOUT HERE

The category most frlequently found in all the gds studied was service capa-
bilities folf%ﬁéd by the economic resources,‘physical resources and growth
history categories. MoreoVer, except for the growth ﬁis?ory cétegory, these
top four content categories were rated as dominant in the ad conteht. It

is notable that the category of corporate emergencies was found in only 1.4

‘percent of the ads studiéd. Although the banks stﬁdied were going through

a crisis period, it appears they did not choose to use advertising to direct-

]

ly address any problems they may have been ekpeéiencing.

3
f 0
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Table 2 summarizes the use of service and institutional ads by bank _

PE) < .

T

- and year. The most frequent advertiser was First Tennessee followed closely .

st

by the Bank of Knoxville. ‘While all the banks- studied used institutional Y
ads to some extent, the moat frequeﬁt user was the Bank of Knoxville fdllow- 25

ed by First Tennessee and First American, the 1atter two had 22 ads each.
1 . Y . . ‘..
I «

C & C Bank and United American had the least number of ads,‘possibly:rerlect-

| ing their defunct'status in 1984, | - ' ' -

. .
} 1

' . B -

S : INSERT TABLE 2 ABOUT HERE ; .

- - ’ h | . 1. "
ﬁ .‘ < — - - ‘ '- ‘ / -'
- Accordipg to the data, the number of service ads was.fairly stable '
\ - . . S
¢ between 1982 and 1983 for C & C and Park banks but changed'dramacically.fqr_ :
the Bank of Knexville and First Tennessee wnitn more tnan tripled tne o

- JHumber of service ads in thls time 9eriod: The numbfr of service ads de
— creased from 1982 to 1983 for Valley and C & C banks. For all the banks .

using service ads in 1984, the number of ads decreased. from 1983 levels, :
except for First American. : | C T . _' '
Use of institutional ads during the 1982 and 1983 time periods showed

increases for the Bank of Knoxville, Firs{ Tennessee, Firzf American, United

American and Park. It is notable that First Tennessee went fro ing no .

. ' institutional ads in 1982 to using nine in 1983; First American went from 1

’ ., in 1982 to 17 in 1983. The two banks which would collapse in 1983, C & C
and United American, had comparatively few institutional ads. C & C
decreased institutional use i1 1983 from 1982 levels and United American .
went from a modest 2 in 1982 to 4 in 1983, For 1584, all the panks except

-~

' First Tennessee “ecreased their use of institutional ads. -
~ . ' \
A more revealing picture of ad use is ,gained when frequency is calculated
by month and year. Tables 3 and 4 show the number of service/product ads

and institutional ads, respectively, by month and year. For both types of

-9 - _/ B
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ads, théne was an igcnaase in frequency in 1983 that was not equaied by
either the preceding or followi;g year. Moreover, Febrgary, 1983, showed
. . a marked igcreaéé“in both ad categories. February was the beginning of the
United Americap and C & C bank ééilapses, and it appears tRat the amount
_of aqvertis%ng ugé& by'the banks also ingfeased. Twenty pé}céht of the
institutional ads identified in this E;udy appeared’in the month of
N Februaby, 1983. No other sinéle month in this study had a higher frequency.

LA Total frequency of ad use in-both the service and institutional ad categories

\

INSERT TABLES 3 and 4 ABOUT HERE
. - ]

[ 4 re
- .\Qid not return té even 198. “evels following the bank éollapseg, again reflegt=-
ing the changed number. of bu.. .3 advertising duﬁing 1984, - : v

Although First Tennessee had the most nufiber of service ads $rd the

L]

second highest number of institutional ads in_tﬁis stugy,'Anne Hart, director

4

’ of marketiné and public affiars at First Tennessee’Bank, explained that the

banking SPisis in Knoxville pré%ipitated no change in the bank's marketing

strateé& and that the bank's 'policy was to use only product advertising.

Jon_Rymer,°assistant vice president of.marketing of Park National B;nk,
likewise stated that his bank did not use a "mass mﬁdia approachj to reach-
ing igs_largely commercial or coqpozs}e customer, 'Rymer stated that Park's
advertising, which was thg third most frequent in this study, merely "geeps

our visibility."
y

First American's senior vice president of marketing, Tom Potter said
that his bank mounted no special advertising campaign as a result of the
Knoxville banking crisis. First Americin's emphasis on corporate clients
made advertising in the mass media lesg.impor;gnt,‘according to Potter.
Joseph Bacon, vice president of mé;Letiﬂ;>?t Bank pf Knoxville, said

that his bank's advertising campaign had been pianned prior to the btank
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collapsea. However, during the crisis period, Bacon suggested that a
e

bank had to let the public know that‘it was a "good bank, safe bank and
’

eager to serve customers.” Bacon said the Bank of Knoxville always tried
' 0 develop ads which would promote thellmage of the bank and sell the -

bank's services, N

Onlx_one-bank in Knoxville admittedly designed a special advertising

campaign 4An response to the financial problems in the Knoxyilletyaﬁking
L] t
commgpity. Jo Matherne, vice president of marketing for_Valley Fidelity

Bank, said his bank had designed q.strategic campaign to sell its product
.strengths. Matherne said the Campaign was designed to maintain the con-

fidence of the people of Knoxville and to.show them that United American

L
* Bank's problems were not representative of every bank in Knoxville.

2:" ’ "Strategically, we saw that it would be a good chance to capitalize
‘ .
on the opportunity to sell the strengths of our bank. We wanted to seize

the opportunity to tell them (consumers) that we had had a very good year,’
and that we were a strong bank. We were touting our own strengths while

at the same.time saying we were a strong bank." N
) »

Frequency of ad use reveals only part of the total picture. It is
’ ~—

imgortant to know what contenc the ads emphasized as well. One purpose of

Y

this séudy was to examine the use of elements of non-product advertising in

| traditional product ads. Of the eleven content categories studied, the
» . ' / ' ~'\

service capability category appeared with most frequency in the ads studied.' "

Table 5 displays a breakdown for service/product ads and ins@itutional ads

by bank which contained this content category: The service capabilities
cavegory had a dominant emphasis in 276 (89 percent) of the total 310 service
ads which were gﬂded-as caving elements of this category. For institutional
ads which were coded as having‘service capability content, 64 (41,8 percent)

of the total 106 were also rated as having dominant content in this category.

- 11 =
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' Thus, it appears the Knoxville ®anks emphaéized cdstomer service content

above all else. (.

L

INSERT TABLE 5 ABOUT HERE o ¢

The content category which.had the second highest frequency was the
economic resources categéry. \Table 6 depicts éhe use of this content”
category by ad type and bank. Although this.content category appeared ; ’
frequently,, it wassmore likely to be given a passing ﬁention rather than
a dominant rating. Of the_163 service ads which contairfed this category, .;f
103 (63 percent) wefe coded withﬁthe pass;n%,meption rating. When |

« institutional ads were coded as containing this category, howeveﬁ, T4

(o

‘478 percent) of the 95 insEi;utiona;/gds with economic resources content
_ " were assigned a dominant rating. Thus, service ads, which may not tradi-

-

tionally use this area of content, did so but.without allowing‘the content
category to dominate the overall ad. : S f;

- " o 3

It is interesting to examine how the Knoxville banks used thé'economic

[

resources content in actqpl ads, particularly during the banking crilsis
. v

period. During the height of the banking crisis in February, 1983, Park

National Bank ran an ad titled "Excellence in thé business of banking." It

stated:

" S0 now that banking is complicated, and you want one bank to
trust,..it's simple. y

First American Bank ran an April, 1983 ad titled "First American
Corporation, At the_right.place at the right time with the right balance
sheet."” The ad content goes on to say "First American Co}poration has the
financial strength to take advantage of tomoprow's Oppértunities." A
later First American ad emphagized the bank's financial security oy stating -
"First American Corporation. One of-the strongest banking organizations

serving one of the nation's strongest regions."

Q , - 12 -
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The Bank of Knoxville also put a heavy empha31s upon strength and

financial security. Its statements of condition used isuch phrases as,

o,
. - 1 4

v "Sound financial practices, caqital strength," "We wish to draw your
. attention,to_the strong- financial security our customers enjoy," "The
right combination for security and growth," and-."So if you're looking

for a way to lock into banking security and financial growth." w v
o - o

\First Tennessee ran a February, 1983 ad in conjunction with its

-

takeover of the ailing United #merican Bank. The ad was titled "A meésage

to the citizens of Knoxville from First Tennessee" and contained the

poy 4

following skatégent: )

with over $4 bfllion .in assets, and nearly'120 years of experience
the Firgt Tennessee system has the financial resources to assure
a isund and-sdependable future.

Later First Tennessee product ads contained the words "First Tennessee has
the options I want and the financial strength to back them up.": g
. Beginniné'in February, 1983, ﬁalley Fidelity Bank mounted'its "Strength"

advertising campaign. An example of an ad in this campaign was titledl
. . ~ -_,\/f
"Strength. A Statement of strength from Valley Q@nk" and contained the phase

"building strength through service."~ In addition, the qﬂvértisement saild:

Another, but less obvious, measure of a bank's stqgngthﬁis its
- trust department. ~Valley Bank now has one of .the strongest and
largest ~in East Tennessee.

and: s / R
If you look at our numbers, our firsts and our statements of
conditi~n, they speak for themselves, adding up to banking
gtrength...when you need it most. i

? .
INSERT TABLE 6 ABOUT HERE /

e

A

A review of . the usg/pf the other nine content categories reveal varying
patterns olftse. For the category of mergers and diversifications, institu-

tional ads rather than service ads were more likely to contain content on

- ) - 13 - .
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¢ this topic. Of the 14.ads coded with a dominant rating in this category,

97

71.4 percent were institutional ads of the 18 ads coded with a passing

mention rating, 61.j percent were institutional ads. I?stitutional ads

topic of organizational~resources.\

\
A total of 122 ads were coded as containing this content category; 82 (67

were more likely, too, to address the

v percent) of these were institutional ads, whereas 39 (32 percent )’ were

service ads. S

&‘ 4

. . ' . .
« . Physical resources content ap eardd in 212 of the ads studied.” Of the e

”

212, 118 (55 percenf) were service ads and 94 percent were institutional

ads. However, institutional ads in this category wers more likely to)have

-

“~ -a domiranb rating with 60 (64 pe}rcent) of the 94 institutiortdl ads showing
- / - .4 -
this rating. The growth history category was most frequently found in

institutional ads. ,0f the 143 ads coded as having this content category,

3

59 percent were‘institutional ads; of these, 67 percent wqgre rated as Raving \\
v .

djﬁinant mention.
e S The company customers category was more prevalent in service rather
than institutional ads. -Fifty-eight percent of the 121 sds in this category
were service ads. This figure may be related to the frequent use of, the
\> service capabilities category in service ads--customers and the bank S
ability to serve these customers go hand in hand. _ .
The crganization name ‘change and corporate emergencies categories were
handled alnost exclusiyely by institutional ads Eleven of the 14 ads which
were coded with name change content were institutional; six of the seven adb
coded with corporate emergency content were in;titutional.
Interestingly, the trademark protection category appeared most frequentiy.
. as a passing mention in service ads. Of the 118 ads coded with this content
. category, 65 percent were seryice ads. The desire of the banks to maintain a

e

clear identity without drawing undue public notice may be related to this data.

- 14 -
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Another factor in examining the use of advertising is ad size. Table.

° £

7 depicts the number of service and institutional ads by lumn inch cate="
gories. -The’majority of the 3ds snggied were less'than 100 column inches. .
{nstitutional ads did nét dif n-markedly from service ads in size, exqept

" for the two fullepage institutional ads which the Uni}ed American Bank

‘
B - R \
“SPonsored. , \' )

N « 1 , N - [ 3 N —
\ - -
.

INSERT TABLE 7 ABOUT HERE

v h hd e y —

-

L4

When maan aé sfza.is'examined by year of use «and Specific bank, hpweveﬁ,
\significant" differences become evident. Table 8 shows a breakdown ‘of‘ nean ’
an sizes by year and bank. A oneway analysis of variance revealed thap ﬁup
mean’ad size between 1§82 and 1983 increased significantly for ithree.banks--

C, Bank of Knoxville and Valley. A further statistical analysis utiliz-

ing the Scheg}e test of significance revealed that only/b & C and the Bank

4>

of Knoxville had significant increase in ad size from 1982  to 1983." It
should be noted that mean ad sizes for three banks above never exceeded 100,
{ column inches, and thus, was_vithin the average‘ra7§§ of size for all the

AQmmssmﬁi

INSERT TABLE 8 ABOUT HERE

L

CONCLUSIONS

Thid data indicates that Knoxville banks rasponded to the community
banking\crisis’by increasing the nugiber of used during the 1983 crisis
period, and in three cases, increaslpg thé size of the ads used. The banks,
however, did not appear to continue this increased advertising activity in
the H984 time period. It is notable that the United American Bank, which
in some respects initiated'the banking“g;isis in Knoxville, was not a leader

- 15 - _ ~
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‘in using service or institutional ads to advertises the Sank in any of the

increasé\io\size in the 1983 crisis peridd,

‘time perfodskstudied. The Butcher—relatad C & C Bank was also not a

iEader in the numBer of ads used in theﬁtime periods studied, but did

" * The fen\categornies of traditional’ non=-product advertising appeared in

the ads studied but, only four categories--service tapabilities, economic
1 .

resources, physical resources and growth'history--appeared.with high fre- ¢
~ : i

.quency in all ads, regardless of whether the ads were coded as.service or

institutional ads." For the bank ads studied, this may indichce that
traditional product ads may be utilizing non-product content is\selected

topic areas. In a time of bank crisis wit';possible reperoussions of mis=-

trust from the commun}ty, the Knoxville banks appeared to emphasize how ‘¢

‘well the.banking.indostry could serve the peuple of Knoxville. Economic.

)

troubles were; not addressed as the low'frequenoy of corporate emergencies
catego y attests, Strength_agd growth pqtential did aprear in the ads’but

not in conjunction with any banking problems the community nfay have been

~facing.

3

. . L ¥
Institutional ads which were used by the banks contained traditional

content, particularly in the mergers and'diversifications physical

resourcean growth history, organization name change and corporate emergencies

categories. The frequency of institutional ad use did not dicfer kedly
from survey reports of overall non=prbduct ad use in this service T:::)try.
Thus, regardless of the banking crisis, the Knoxville banks did not apparent-
ly increase institutional ad use in proportions different from other
American banking institutions. < . N
Interviews with the marketing directors of the banks studied revealed
some discrepancies between professed market strategies and actua{ number

/ -

and content of ads which appeared in the Knoxville newspapers. These

i - 16 -
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hiscrepancies may reflect a reluctance to discuss advertising'use ina -
highly competitive and volatile marﬁet duriﬂg a time of fiscal uphéaVal.
Tt does appear that a well-plarnned advertising campaign may aid aJ?ank;é

. ) position with consumers, esbecially_if that campaign is part of an ongoing

4

effort and not 6nly a response to"a crisis. -

/ ' s -
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~  TABLE 1

. .
.
. .
-~ M .
' v

‘ , : : Fraquéncy and. Percents of Ads

~ ]
by Category .
y . \(.J ' N ' .
1 ' B . , ' .
Ad Catekories .. Dominant Pasaing Mention - Not Present
- L % S Pefcent , I Percent . L Fercent
. , 1 ‘ : . . : -
7 . Mergers & Diversifications 25 2.9 18 3.8 447 93.3
T . Lo . { . - ‘a *
Human Resources : - 64 11,3 88 14.2 " -35T7 174.5
Physical Resources . » 97 Jzo.s 115 , 24,0 267 55.7
'* °  Economic Resources - 13¢ 28,0 114 23.8 B 8.2
, ¢ g - ' N
Service Capabilities 340—~71.0 70 14.6, : .69 t4.4
Growth History Lo ©77.716.1 ‘66 13.8 - 336 70.1
Company Customers ; . 66 13.8 55 11.5 " - 358 T4.1
P ot » < ~ . Te
Organization Name Change « § 1.9, 5 1.0 465 97.1
Trademark Protection ., 10 2.1 + 108 22.5 361 75,4
Corpégatp Emergencies ' 5 1.0 . 2 . .4 _ . . 472 98.5
cN A
. e . ~\ :
N = 479 . [ ,
Percents are of all ads )
L4 .
I . ~
(¢ . ,

1 .
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' TABLE 2 .. '
. _ : B
# * P 3 |
. : Number of Service and Institutional ot ,
L . ) _ Ads Used qy'?agys. 1982—1584 P ‘ AF;
o Service Ads Tnstitutional Ads
S ) 1982 1983 1984 j982 1983 - 1984~ -
cac ' B - -~ . 1 4 - -
A ‘. .
‘ E7nk o¥ ¥noxville 6 19 )5 9 25 17 (.-
o o
| Frist Tetnesase 13 $ 54 75 70 9 13 /
First American . 4 8 14 1 17 4 :
Park o« 27 ;31 - % 2 de=
\f{ United Amepiéan - 1 20 :-' - ) 2 "4 ;t W’ .
Valley . »(\J 20 12 -5 6 10 3 | .
. 4 ! .
pem=——  Service Ad: Focuses on specific ba:éing‘serviCe Inst#tutional Ad: Focuses on
\ or proauct such as 1oans, checking counts, IRAs, Tmage, attribntes and identity
money market accounts, CDs, trusts, credit cards of bank and not primarily on a

and/or investment services, etc: ,

banking product -or seryice e

N = 463




. | "
L] ) .. . ' )
{ o, s ’
) ;
N v - N\ TABLE 3 ‘ - - ' "
Number of Service or Producﬂds'
' ' ]
- ) ' January thru June ‘
. . .
3 s 1982 - 1984 &
. - . . ° o~ . ‘
e & . January February Manch }pni(l May * June TOTAL
3 . ¢ ~
1982 - 35 .18 18 22 13 9% 3 109 .
. , : !
1983 14 bt 50 10 22 24 ' 164
5 L
TOTAL 55 63 . 72 38 B4 30 312 3
#Ad focuses on specific banking service or product such as loans, checking ’ 7
accounts, savings accounts, IRAs, money market .accounts, CDs, trusts,, credit ’ \
cards and/or investment services, etc. .- -
CON S N
) ) s
{ E ) .. .o
’ ' q
N\
9
L Vo ¥
' ’ . ’\

23
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. \ p .
{ ) d :
' C ~ TABLE 4 -, o
. . « ’/ . ' .
- {\Numbe: of Institutional Adx' ’
/ .. s January'throush_June o
’ 19682 - 1984 S
. Y ) /' ~
: &> ' January . February . March April May June TOTAL J
1982 2 13 7 20 ¥ 2 45
. 1983 5 - 32 2 8 . 9 15 | 71
] . . | N )
1984 10 6 o . 8 -9 4 37

m[r. 17 51 9 36 19 21 153

o ‘ 'S
-#AQ focuses on image, altributes and identity of bank and not primarily on a
" banking product or servige. ,
/ - . ’
. * *
~
. - A
-
xY
. nJ
-
. h
N
(%
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TABLE 5
| . - ) W
. _ FREQUENCY OF ADS BY -TYPE AND BANK -
- | FORASERVJCE CAPABILITIES CATEGORY * )
( | : ‘ : -
- Bank ~ SERVICE ADS . INSTITUTIONAL ADS
A N Dominant _ Pagsing Mention Dominant Passing Mentidn
c&cC 40 5 - 7 4
Bank of xnj&vme | a2 7 - 14 14
First Tennessee 68 4 18 E-a
¢ ’
First American _ 25 ) 1 4 " /
Park | . 51 ; 0 "2 5 .
United American 23 5 2 2
Valley 29 ™= 6 7" 4

L} s . -
" »

#Defined as bank uses ad to tell cuatomers of its ability to deliver servica to the
customer in a manner that is timely,' convenient and effective for the customer; ad
may also focus on scope or types of bank's services. - .

NOTE: Figures represent number of times service capability content waa found in
all ads sponsored by bank.,

I

- .

- (3

o 25

Y




"\, ' . -
) -
fp— a - v " g
' TABLE 6 :
- - b .
. | FREQUENCY OF ADS BY TYPE AND BANK :
E . FOR_ECONOMIC RESOURCES CATEGORY®. - o
: Ly . . o ‘

Bank . ' . -Service Ads - . - ,Institutional Ads x
- Dominant Passing Mention - Dominant Passing Mention .
C&C, ¢ > 11 8 7 1
~ Bank of Knoxville 4 12" 28 3 v
- First Tennessee 13 . 28 _ 7/ 2 x
) . . (4 . i
. . - [
First American 7 10 15 5 - AN
Park 11 ' .30 0 0 -y
) 4 | - e
United American ‘ \? : . 10 | 4 0 L
Valley 2° s 13 0 y

*Defined as bank uses ad to communicate economic strength and stability{¢ﬁay include ,_
financial statement or position; may focus on monetary assets, stockng&dings, net: —.
worth, etc.; may emphasize federally insured accounts, oo *

NOTE: \Figures represent number of times economic resources content was found in
all ads sponsored by bank. . o .



e | | TABLE 7

‘ Number of Service and InstitJLionél . .
~ | . _ .

Ads by Column Inches j

{i .
! ¢ .
Column Inches | //".' Service Ads Institutional Ads
1-10 | 2 . o 3 )
10 = 50 151 TS
51 - 100 . 138 o
(101150 . o 1q\ 8
151 - 200 9 13 B
201 = 350 6 / 0 - .
351 - 400 ) | o / | ! ©o2 ‘
. | | A
TOTAL ‘ 31‘2_} 153 >
N = 465 | ' / |
™
.
|
27 g ;
]
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R ’ ' TABLE 8
, . Mean Ad Sizes In Column Inches
1982 -~ 1984 .
./,,.\// ’ 1982 1983
Bank a i |
C&cC e | ‘f : 50.6 70.9
Bank of Knoxville ¥ ## 63.7 100.2
‘- First Tennessee 46.7 57.3
First American ~ 64.6 56.0
Park 53.4 65.0
United American ’ 49.6 73.8
Valley * 441 56.9
R
'y

* 8ignificant differences in ad sizes -\

Cac F  p.<.0365
Bank of Knoxville F p <0104
Valley F p «<.0079

" significant Scheffe' (p <Z:05)
between 1982 and 1983

}

/\.

1984

84,3
53. 1
43.5
58.4

50.5
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